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As we all know that in the New Economy Era, product is no longer the 
enterprise’s core competitiveness, instead, the customer resource is the key to 
success. The one, who can discover and meet the high-quality customers’ need, 
and finally make them satisfied and loyal, will be the market leader. So the 
enterprises now focus most on how to compete and succeed in the market 
environment of economic globalization & service integration, and, how to keep 
the old customers and gain new customers in the severe competition. Now people 
become much more aware that the valuable customers are the key resources for 
enterprise management and market competition in the 21st century, which affects 
directly the enterprises’ sustainable management and development. “The one, who 
has the most customer resources, will possess the future.” Driven by this historical 
trend, the Customer Relationship Management appears, and becomes one of the 
core competence to modern enterprises’ success. 
 
Starts with the theory of the Customer Relationship Management,  this paper 
analyzes its basic theory and core content, then analyzes the current practice of the 
customer relationship management in ABB Xiamen Switchgear Co., Ltd., 
meanwhile, puts forward suggestions of value base sales, which provides ideas 
and reference to the customer relationship management in the switchgear industry 
or even enterprises in some other industries. 
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